


[bookmark: _Toc498006373]Executive Summary
This document details a review of an event attended recently by the author. A description of the event itself, HelloWorld, is presented, along with a review regarding the event after attendance. Definitions of events, typologies of events and determinants which influence customers participation of events are provided. The review features aspects of a checklist created and commented upon at the event. Review topics include accessibility, parking, public transport, security, staffing, catering, beverages, location, décor and furnishings, spectator flow and health & safety. An overall conclusion is presented, declaring the level of success the event achieved. Following this, recommendations have been made as to how the event could improve in the future. References to professional and expert work has been provided within the review for further analysis and context. 
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This report will detail a review of an event which was recently attended. An event is defined by Bowdin et al (2006) as: “Any incidence or occurrence especially a memorable one” and “An organised activity at a particular venue”. This shows that an event can be for any purpose, however, it’s typically one used to celebrate significant occasions and/or experiences. The event industry makes up a large section of the UK’s income, with the total value of the UK events industry at an estimated ‘£39.1 billion as of 2013’ according to Business Visits and Event Partnership (2014). Events often take place across the world and are typically in place for celebrations or to mark major instances. 
Events can be categorised by size; local or community events, major events which may be large but lack media attention, hallmark events which typically stay in the same location and are annual and mega-events, worldwide scale events. They can also be categorised into certain types of events, such as sporting events, musical events, cultural events and corporate events. The event of which this report will be detailed upon is HelloWorld. HelloWorld was a major cultural/social event.
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HelloWorld took place within the Genting Arena in Birmingham, UK throughout the 28th and 29th October 2017. The event brought together over 30 social media stars for an interactive and unique experience for consumers. This was the first time HelloWorld had been in operation since its creation in the same year. The show was set up as a ‘main road’, with a number of stalls/buildings on each side of the street such as a cinema, bakery, school and book shop. There were also two stages, the arcade stage and main stage; the latter of which housed the main show.
As the event primarily focused upon famous online personalities from social media platforms such as YouTube, Twitter, Facebook and Instagram, the main audience base were between the ages of 8 – 18. This is due to social media being most used by this age category. In fact, within the past few years, the number of households within the UK with internet access has risen, especially households with children (aged 16 and under). In a composition published by the Office for National Statistics (2017), it is estimated that over ‘98%’ of households with children in Britain feature some form of internet connection, while ‘88%’ of adults aged 16 – 64 also having internet access. Events similar to HelloWorld have been up and running across the UK and abroad for many years and often attract thousands of customers each year. Summer in the City, the UK’s largest existing YouTube event has been in operation since 2009, growing in size and scale each year due to the high demand from consumers not only domestic, but inbound also. From this, it is clear to see that demand for events such as this are high, hence the creation of HelloWorld in 2017. 
It is also worth noting that the choice of destination for the event (Birmingham) was of importance for the event organisers. In an online article published by the Birmingham City Council (2016), the organisation estimates that in terms of population, ’22.8% (256,600) are children’. From this, it is clear that there is a market for an event of this kind within the area that can sustain the need and wants of the public. 
As shown in appendix 1, a checklist has been adapted from Van der Wagen & White (2010) to form a review of HelloWorld. Leading on from the above point regarding population, Birmingham and especially the Genting Arena are known for being accessible by all members of the public. The arena is located roughly 10 minute walk away from Birmingham International Railway Station. Walking from within Birmingham would work well as there are many walkways and access points surrounding the building. Regular bus services are available to and from the arena via a bus stop outside the building. A drop off lane is located outside the arena, which also acts as a taxi rank. Located next door to the Genting Arena is a large car park facility. The importance of effective parking and public transport services, along with accessibility are vital to the satisfaction of guests attending. Robinson et al (2010) details this by stating that “sufficient parking at a site is crucial and, where this is not possible (such as inner city venues), sufficient alternatives need to be available...”. HelloWorld featured a customer parking facility close to the Genting Arena, along with public transportation services, showing a combination of all of the above travel methods required to please guests. 
The Genting Arena is located towards the outskirts of Birmingham and has a capacity of approximately 15,000. There is a main entrance which also acted as an exit when the show finished. The location and size of an event venue can lead to the success or downfall of an event. It is vital that events are within operation in a large enough venue to cater all guests’ needs, while being located within a reasonable distance of other facilities and services. “The operational capacity of an event can be defined as its ability to efficiently utilise event resources” (O’Toole, 2011) is a key quote which all events should follow. In basic terms, the statement details how an event run in particular venues should take into account the size of décor, crowds, props, staging, food/beverage facilities, merchandise stalls and many more services, ensuring to allow enough room to operate as an event but to also allow visitors of all types the ability to move freely. 
There are many signs surrounding the Genting Arena that direct visitors to the arena. There are also signs locating the entrance, exits and smoking area both outside and inside, along with signs for toilet facilities, merchandise and seating/standing areas. Sings were easy to follow and thorough. 
Within the HelloWorld event, staff members from a number of different companies worked together to provide on overall service. Bladen et al (2012) states that “it is not uncommon for the make-up of teams employed on particular events to vary according to a variety of factors”. This allows for an understanding that an event can be formed via a conjuring of staff from several different companies. Within HelloWorld there were staff members from a number of key industries such as food and beverage, security and crowd management. Merchandise and crowd management staff were provided by HelloWorld itself, however, security, food and beverage, admission and cleaning services staff were provided by the Genting Arena. The combination of these companies working together allowed for an overall understanding between the venue and event company. During the event, staffing may possibly have been improved on a number of levels. As some staff were not provided by HelloWorld itself, this meant that they did not have an understanding as to how popular the event would be, which led to mass amounts of queuing and overcrowding within the merchandise area.
A lot of information could be found online regarding the event on both the Genting Arena website and the HelloWorld website. Information included guests expected to be at the event, what the event would entail, duration, FAQ’s and directions to the arena. Once entering the arena, newsletters were handed out which featured all of the relevant information required for HelloWorld, such as start times, end time, guests at the event and food & beverages available. Catering and beverages available at HelloWorld included Great British Fish and Chips, Classic Burger Kitchen, Amstel Bar, Stowford Press Bar, Theo’s Street Food, NEO Pizza, Made Handcrafted Café, Burrito Cantina, Hot Wok, Nacho Bar and Sugar Rush (Genting Arena, 2017).  
As documented by Berridge (2007), “Flow is associated with the feelings people have at different stages within any experience, the goal being that the best experience (the most satisfying) is achieved when a state of optimal flow is reached”. This describes the flow through an event for customers, which should be natural and relaxed. Following the entrance to HelloWorld, customers are greeted by a large open room which houses catering/beverages, toilet facilities, merchandise, elevators and pathways towards seating and standing options. The flow was natural and clear, with most guests being able to get through the event and to the area needed with ease. There was not however a perfect flow. Some segments of the venue were overcrowded and at points, walkways would become hard to locate. Once the show had finished, the main exit became crowded, leading to a wait to exit the building. 
Health and safety at the event was up to par. The safety of guests at the event was taken seriously and all members entering the building were succumb to security checks. There were ambulance, first aid and police services available on site throughout the day, along with security whom roamed HelloWorld for the entirety of its duration. As stated by Bowdin et al (2006), “The health and safety of the people at events is the highest priority for any event team”, which HelloWorld followed precisely. 
HelloWorld was deemed ‘an epic four hour, immersive live show like nothing on Earth’ on the HelloWorld (2017) website. To live up to such hype, the décor and furnishings within the venue had to be exceptional and different. Bright colours and standalone sections were featured within the event. From the ceiling, large clouds were hung which changed colour frequently throughout. There was also a number of stalls/buildings located within the standing area of the event as mentioned above. According to Yeoman et al (2004), “Design is essential to an event’s success because it leads to improvement of the event on every level”. HelloWorld’s design structure could be considered unique and an overall success, as the layout of the venue utilised the space and allowed different activities and services to be enjoyed by all visitors. However, the overall design could have been utilised in another way to allow for more space in the arena, while the deemed ‘like nothing on Earth’ by HelloWorld itself can be argued, as shows similar to this have been in operation for many years. The stalls/buildings were moderately successful, but did not perform as well as some had hoped. These areas could only be accessed by standing tickets and VIP ticket holders only, disappointing many seated ticket holders.
A total of two ATM’s were located within the arena itself, while outside the arena and across the road there were a number of ATM’s available within the Resorts World Birmingham shopping centre. 
Many influences can effect consumer satisfaction and experience of events. A number of determinants for participation for HelloWorld could be: pricing, social aspects, perceived quality and access factors. The prices for HelloWorld were £27.50 for seated tickets which allowed access to the stage show only, £49.00 for standing tickets which allowed for entrance to the stage show and ‘main road’ and £99.00 for VIP tickets, which included standing and ‘main road’ perks, along with a tour of the arena and specialised merchandise. These prices may seem adequate, but, when transportation, catering and beverage prices are included, this leads to bad experiences for some. Individuals may have attended the event due to friendship groups and social circles also attending. HelloWorld essentially acted as a social event for social media users. 
As HelloWorld 2017 was the first event ever held, it may have been hard for customers to research the event and gain a perceived quality. This could possibly have had a negative effect on ticket sales, as an estimated 8,000 individuals attended the event on the Saturday and Sunday in a venue suitable for approximately 15,000. 
[bookmark: _Toc498006376]Conclusion
Altogether, HelloWorld can be considered a successful event considering it was the first event under this brand since its creation. A moderate amount of customers attended the event, while the show, services and facilities available were adequate for the audience base of which attended. The online stars whom attended the show walked around the arena and met guests, much to their satisfaction and catering/beverage options exceeded customer expectations. However, many customers were quick to head online to review the event, with some leaving unpleasant reviews. A review left on TripAdvisor (2017) by an unknown author reads: “A complete waste of time & money”, while another from an unknown author agreed with this, stating: “A lot of money for tickets and travel. Not worth it” (shown in appendix 2). This is due to some food and drink options being expensive, along with transportation. The show was also deemed unorganised, with a lot of queuing to get into the arena. 
Recommendations for the future for HelloWorld could include reduced prices in food/drink options, organised merchandise area, more staff available on site, more understanding about the event from Genting Arena staff and a more unique experience for customers. 
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Appendix 1
The following appendix has been adapted from Van der Wagen, L & White, L (2010).
	Event satisfaction criteria
	Comments

	Accessibility
	· Very accessible 
· Taxi rank across the road
· Nearest train station was Birmingham International; a 10 minute walk away
· Many walkways, paths and access points surround
· Regular bus transportation
· Drop off lane is located outside the arena.

	Parking
	· A large parking facility was located next to the Genting Arena. 

	Public transport
	· Birmingham International Railway Station is a 10 minute walk away
· Local bus services operating every 15 minutes
· The railway is connected to Birmingham International Airport for overseas visitors
· Taxi services operate within the area. 

	Directional signage
	· Many signs surrounding the Genting Arena
· Signs locating the entrance, exits and smoking area both outside and inside
· Within the arena there are several signs locating seating areas, food and beverages, toilet facilities, disabled access, lifts and merchandise
· Signs can be found above each section of tiered seating 

	Admission
	· Admission process was straightforward. 
· A que formed at the entrance of the arena, where tickets were then scanned

	Location, size and type of entries/exits
	· Located towards the outskirts of Birmingham
· The venue has a capacity of approximately 15,000
· There is a main entrance which also acts as an exit when the shows finished

	Spectator flow through venue
	· The flow throughout the venue was also straightforward 
· From the entrance, the room opens up into a large space for guests where food, drink, merchandise, toilet facilities and access to seating and standing areas can be found
· These follow through onto different pathways which can be accessed well by all
· Overcrowding at points

	Crowd management
	· Members of staff within the arena helped to locate the seats booked by visitors
· Staff controlling the standing area ensured all guests were contained and did not cause overcrowding 

	Provision of information
	· A lot of information found online regarding the event on both the Genting Arena website and the HelloWorld website
· Information included guests expected to be at the event, what the event would entail, duration, FAQ’s and directions to the arena. 
· Newsletters were handed out within the arena which featured all of the relevant information required for HelloWorld

	Décor and furnishings
	· Event theme was based upon a street party and the standing section transformed into a ‘main road’
· There was a number of stalls/buildings located within the standing area of the event
· Bright colours
· Palm trees
· Lampposts
· Telephone box
· Signs
· From the ceiling, large clouds were hung which changed colour frequently throughout.

	Cooling/heating systems
	· Air conditioning

	Lighting
	· Laser lights
· Bright coloured lit up clouds from ceiling
· Spotlights
· Bright lighting in foyer/entrance section

	Catering
	· Great British Fish and Chips
· Classic Burger Kitchen
· Theo’s Street Food
· NEO Pizza
· Made Handcrafted Café
· Burrito Cantina
· Hot Wok
· Nacho Bar
· Sugar Rush
· Vending machines

	Beverages
	· Stowford Press Bar
· Amstel Bar
· Vending machines

	Cleaning services
	· Litter pickers
· Cleaning staff once event had finished

	Toilet facilities
	· Two toilet areas
· Disabled
· Men’s
· Women’s

	Waste management
	· Recycling bins
· General waste bins

	General condition and maintenance of facility
	· Modern
· Maintained well

	Staging
	· House stage
· Arcade stage
· Stages located on both ends of the arena

	Seating/aisles, tables etc. 
	· Tiered seating
· Floor standing
· Tables for food/beverages

	Sound systems
	· Clear
· Music
· Sound effects

	Seating and line of sight (obstructions)
	· Clouds from ceiling obstructing view for those sitting at the top of the arena
· Palm trees surround stage
· Quite clear for majority

	Visual/special effects
	· Laser lights
· Videos shown on big screens
· Light up house on stage
· Strobe lighting

	Uniforms
	· Staff uniform

	Security
	· Security checks upon entrance
· Security strolled around arena throughout

	Safety
	· Police
· Ambulance
· First aid

	Merchandise
	· Ran out quickly
· A range of merchandise
· Queuing facilities poor

	ATM
	· Two ATM’s within the arena


Appendix 2
[image: ]A screenshot taken from TripAdvisor (2017) showing two reviews.
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